BENTLY NEVADA, 
GENERAL ELECTRIC. 
AND OUR CUSTOMERS: 


THEY ALL WILL BENEFIT 





An Interview With Brian Palmer 


In January 2002, GE purchased Bently Nevada from Don Bently. Brian Palmer, 
who has worked for GE since {989 after receiving his degree in Mechanical 


Engineering in (981, now leads Bently Nevada and several other GE businesses. 
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Why did GE buy Bently Nevada? 


In a word, growth. Bently Nevada 
represents values, cultures, and tech- 
nologies that can add tremendous 
value to customers’ operations. We 
think that value will enable us to 
grow with customers. 


And while there are a lot of com- 
panies out there that represent great 
potential for growth, GE looks for 
more than that. Does the company 
have excellent customer-centric 
focus? Does it have outstanding 
people? Is technology a core part of 
its strategy and success? If it is largely 
a product-centric company, is there 
an opportunity for more value-added 
services to be delivered to its cus- 
tomers? And, does it complement 
some of the products and services GE 
Power Systems is already delivering? 


With Bently Nevada, weve gotten 
all that and more — it’s been an 


ideal fit. 


Has GE put any constraints on 
this growth? 


Frankly, No. We will continue to 
develop new technology and introduce 
new industries to the value of Bently 
Nevada's products and services. 


As for our great customers today, 
John Rice has given us unwa- 
vering support and a very simple 
mandate: Bently Nevada will lose no 
customers as a result of the GE acqui- 
sition. That means we grow by 
continuing to serve all our customers 
— even those who may compete with 
GE. We value their business. We 
want them to use Bently Nevada's 
products and services. We want to 


help them succeed. In a similar vein, 
some of our customers have asked, 
“Will Bently Nevada's service and 
support change as a result of the 
acquisition? My answer? Absolutely 
it will change — it’s going to get even 
better.” 


How is Bently Nevada going to 
grow? 


New products, new industries, new 
technology, and services that 
provide value to our customers. 


How different will the new 
markets be from the ones we 
are in now? 


Probably as different as they can be. 
Some of the obvious opportu- 
nities are within the GE family, such 
as aircraft engines, GE's transportation 
business, which provides locomo- 
tives to the industry, and large-motor 
business. The solutions that we 
provide to the power generation and 
oil & gas industries are easily trans- 
ferable to those industries, and we 
think we can provide real value there. 
That’s the first step. The next step 


will be to transition from being 
primarily an oil & gas and power 
generation supplier to looking at 
broader applications in industrial 
businesses that also have rotating 
equipment and plant assets that need 
to be monitored. It’s a natural fit. 


What is the customer going to 
see as the result of the 
growth of Bently Nevada? 


Better service, better product, and 
a willingness to drive our customers’ 
value. General Electric has a record 
of fulfillment that’s second to none. 
When GE grows a business like 
Bently Nevada, the Six Sigma ini- 
tiative helps identify the right process, 
the right tools, and the right culture, 
and performance only gets better. 


In addition to growth, what 
other changes will customers 
see in Bently Nevada? 


I think they will see an even more 
intense focus on technology and 
new product development. We will 
ask our customers to help us develop 
new products. Before, we had a 


WI LL BENTLY NEVADA'S SERVICE AND SUPPORT CHANG E AS A RESULT OF THE ACQUISITION? 


MY ANSWER? ABSO LUTELY IT WILL CHANGE - IT'S GOING TO GET EVEN BETTER. 
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perspective that our technology 
rules, and you should use it because 
it’s the best technology, and we didn’t 
go the next step. The next step, I 
think, is the addition of new product 
introduction and how we com- 
municate the value of these products 
to our customers’ operations so they 
can be successful. GE has a very 
interesting approach here; it’s not 
how to make customers more com- 
petitive or how to keep customers 
satisfied; that’s not the bottom line. 
The bottom line is how to keep cus- 
tomers successful. They may be satisfied 
— and going out of business! That 
doesn’t help either one of us. We 
want to make them successful. 


Are we going to broaden our 
scope by selling not only to 
more types of industries, but 
by selling more types of 
products? 


The answer is that we will broaden 
the application of our technology 
and the application of our products. 
System 1™ is a great example. We've 
got hundreds of System 1 installa- 
tions out there, primarily in power 
generation and oil & gas applica- 
tions, that are assessing the condition 
of the customers’ plants with Decision 
Support”, basically giving them 
value by providing them information. 


NOT TRAINING CUSTOMERS IS A MISTAKE. GE'S PHILOSOPHY IS THAT THE BETTER TRAI N ED 
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Are we going to continue to 
engage and educate our 
customers on rotor dynamics 
and the technical side of the 
product? 


Absolutely. GE knows that an edu- 
cated customer is the best customer. 
The customer who understands the 
technology and the details of the 
product and how that product 
operates, in the end, is much quicker 
and more apt to realize and embrace 
the value that it provides. Not training 
customers is a mistake. GE’s phi- 
losophy is that the better trained 
the customers are, the better we 
work together. 


That same technology applies to a 
chemical plant, a cement plant, a 
steel mill, and an automotive man- 
ufacturing operation. The application 
is different, but the tool is the same. 
The tool goes beyond the specific 
application of rotor dynamics on 
large-mass rotating equipment. 
That’s a fairly unique application, 
although there’s a lot more large 
rotating equipment than just tur- 
bines out there. But the applications 
for the products we've introduced 
over the last ten years go far beyond 
power generation and oil & gas. 


There's a lot of talk today 
about plant asset management. 


THE question Is Not ust WHAT PLANT ASSET MANAGEMENT 
MEANS TO US, IT IS WHAT IT MEANS TO OUR CUSTOMERS. 


What does plant asset 
management mean to us? 


The question is not just what 
plant asset management means to 
us, it is what it means to our cus- 
tomers. The concept of plant asset 
management means different things 
to different people. To me, it means 
the tools and capability to optimize 
the return on your assets. Whether 
that’s efficiency, reliability, or 
total lifecycle cost, it’s the entire 
package of plant asset management. 
To our customers, it means opti- 
mizing or managing the assets in 
their plant with a broad range of 
tools and sometimes just personal 
intuition. Certainly it’s not a fad; 
it’s something they've been doing 
every day for a hundred years. Have 
they been doing it well and have 
they been doing it with all the tech- 
nologies that can be brought to bear 
on it? No! An example of this 
form of plant asset management is 
when a customer runs a piece of 
equipment to failure and, during a 
shutdown, replaces it or repairs it. 
Not a very good example, but that 
run-to-failure technique has evolved 
to periodic recommended mainte- 
nance, which is just one facet of 
plant asset management. We want 
to evolve it beyond periodic main- 
tenance to condition-based 


maintenance. We think 
we know enough about 
the condition of an 
asset to be able to make 
that judgment. Running 
a piece of equipment 
to its maximum effi- 
ciency, output, and 
performance versus shutting it down 
to clean it or retrofit it is a decision 
that can be made when you have 
the right tools. Plant asset man- 
agement isn’t new, but it should 
allow the customers to absolutely 
optimize the lifecycle costs of 
their assets. 


How does System |” fit into 
plant asset management? 


I think System 1™ is a big part of 
our future. Gathering all the inputs 
on the condition and health of the 
customers’ equipment, providing a 
means of intelligently understanding 
the data they're getting, and acting 
upon it is the future of this industry. 
There’s so much ability to collect 
data and store it that they can become 
overwhelmed with data. The key to 
success is understanding what the 
data means and what to do about 
it. That’s what System 1 allows them 
to do. Number one, it implants our 
own application expertise, rotor 
dynamics, and number two, it allows 
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WE WANT TO OPERATE IN A WORLD WHERE WE BENEFIT ONLY WHEN 
OUR CUSTOMERS BENEFIT, AND WE FEEL THE PAIN WHEN OUR 


CUSTOMERS FEEL THE PAIN. 
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the customers to implant their 
collective expertise. It provides com- 
prehensive communication with 
the customers as to how their 
equipment is operating and what 
they should do about it if there’s a 
problem. So the Bently Nevada 
System 1™ software is the big 
piece of our future and strategy. 
Frankly, we think it’s the best con- 
dition software out there. 


When we say we are going to 
grow services, does that just 
mean more people and faster 
response? 


The concept of growing services is 
not selling more field services engi- 
neers or selling more retrofits. 
The concept of services is a com- 
prehensive solution for our customer. 
We're no longer a product hardware 
business, where we ship compo- 
nents out the door and let our 
customers do whatever they think 
they should with them. We are a 
service business that helps apply 
those products to the customers’ 
solutions. So Id argue that every- 


thing I’ve been saying about bringing 
value to the customers is service. 
We need to focus on that as bring- 
ing a value-added service to the 
customers. 


Services is the entire value story with 
our customers. We want to move 
from being a transactional supplier 
to our customers, where we send 
them a part, a system, a monitor, 
or a couple of CDs with software 
on them, to being a long-term solution 
or a part of a long-term solution — 
a partner for our customers’ oper- 
ations. We want to operate in a world 
where we benefit only when our 
customers benefit, and we feel the 
pain when our customers feel the 
pain. I think that what services does 
is to allow us to better align our 
goals with the customers’ goals. For 
example, as long as their misfortune 
is our opportunity — such as when 
a plant comes crashing down — we're 
not aligned with our customers’ 
operating goals. Services aligns us 
with our customers’ goals. We provide 
a value-added service, we provide 
a capability, and from that capa- 
bility we only benefit when our 
customers are successful. 


BENTLY N EVADA HAS ALWAYS BEEN FOCUSED ON RESEARCH AND DEVELOPMENT, 


BUT TODAY, IT NOW HAS ACC ESS TO THE CONSIDERABLE RESEARCH AND 


DEVELOPMENT CAPABILITIES OF G E. 


What are GE's initiatives, and 
how will they affect Bently 
Nevada and its customers? 


Initiatives, such as Services and 
Six Sigma, are the strength of GE. 
To develop a consistent management 
culture, GE takes the absolute 
best practices out of each of the GE 
businesses and uses them to effec- 
tively drive quality, programs, and 
absolutely the right technology 
for the customers. Bently Nevada 
has always been focused on research 
and development, but today, it now 
has access to the considerable research 
and development capabilities of GE. 
Our leveraging of that strong focus 
on the research and development, 
and reinvesting in the technology, 
is going to bea great benefit to our 
customer. The GE practice of “at 
the customer for the customer” and 
our ability to provide resources and 


solutions that help our customers 
succeed, not just telling them the 
right thing to do, is an initiative 
that extends all across GE. Probably 
the largest culture change is the 
whole concept of Six Sigma quality 
and defect reduction. It’s as simple 
as initial defect reduction versus 
inspection and elimination of defects 
after they occur. 


Specifically, how will the GE Six 
Sigma quality program benefit 
Bently Nevada and our 
customers? 


Six Sigma is nota quality program. 
Six Sigma is an initiative that designs 
accuracy and defect reduction 
into everything we do. Whether it’s 
processing an invoice, designing a 
condition monitoring system, or 
building a service solution for our 
customers, it becomes something 


itHink THAT WHAT SERVICES DOES 


IS TO ALLOW US TO BETTER ALIGN OUR GOALS WITH 


THE CUSTOMERS’ GOALS. 
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people use every day in their job. 
It means not depending on the 
quality department to catch the 
defect after it’s in the product. 
Everyone in Bently Nevada will be 
trained extensively in Six Sigma, 
everyone will be doing Six Sigma 
projects; we will have dedicated 
resources driving process, product, 
and quality into our business. It’s 
worked very well for General Electric, 
both improving the responsiveness 
to GE’s customers as well as the 
operations of GE’ s businesses. We 
think it will work well here. 


What are the most important 
contributions that you and GE 
can make to Bently Nevada 
and our customers? 


PI start with what GE can bring 
Bently Nevada and its customers. 
It’s basically to drive a concept of 
value-added service and value-added 
products that will make the cus- 
tomers’ operations successful. To 
move from the fear factor — “You 
need this equipment, because if you 
don't have it the sky’s going to fall” 
— to “Here’s the value it will provide 
to your operation and to your company 
and to your customers.” 

The most important contribution 
I can make to Bently Nevada today 
is to bring the best practices, to con- 


tinue to reinforce the quality, integrity, 
and customer focus that Bently 
Nevada has had, and, frankly, to 
bring the successes of all the other 
GE businesses around the world 
here and apply them. 


Is it going to be easy to blend 
the cultures? 


The tools are different, perhaps the 
speed is different, but the cultures 
are the same. The culture of absolute 
focus on our customers and absolute 
focus on technology and doing 
the right thing for our customers 
wont change. And I think it’s easy 
to blend those two cultures. Now, 
we're going to be faced with a dif- 
ferent level of focus on the performance 
of our business. The difference is 
partnering with our customers versus 


being their supplier. 
Any Closing Thoughts? 


Does Bently Nevada have big 
challenges ahead of it? Absolutely. 
But it has great people, great products, 
great services, and is totally able to 
meet those challenges. We’re ready 
to grow. We will grow. And that 
growth will drive the concept of 
value-added service and value-added 
products that will make our cus- 
tomers’ operations successful. 9 


THE cutturE oF ABSOLUTE FOCUS on our customers AND ABSOLUTE FOCUS ON 


TECHNOLOGY AND DOING THE RIGHT THING FOR ouR customers WON'T CHANGE. 
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